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Application deadline May 31 for 
Fall.  Orientation early August.
Information and Student Profiles:  
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The value of 
a Master’s degree in 

co-operative management 
from MMCCU.

The only Master of Management – 
Co-operatives & Credit Unions in English 

from an accredited university. 
A distance-learning program designed to 

allow you to study & work.

What grows 
the longer you work at it?

Tom.webb@smu.ca 
902 496 8170 or 902 863 0678
John.chamard@smu.ca 902-420-5769

“The closer we get to the end of the course, the more interesting 
it becomes, and the more usable it is for me.  This program is 
applicable across the board.  There’s been a very diverse 
cross-section of managers, from a three-person worker co-op to 
England’s Co-operative Group—the world’s largest consumer 
co-op with more than 70,000 workers—and the information 
we’re getting is pertinent to any of them.”

Robert Lemoine
VP, Retail Operations and Food Management, Co-op Atlantic

a View from the Ceo of 
national Co-op Bank
By charles snyder

i am asked every day my opinion about the 
economy. Are we going to have another 
depression? When is the housing market 
going to turn around? 

It was recently announced that we are 
officially in a recession that began in December 
2007. This is no surprise to us at NCB, who have 
looked at thousands of recent financial state-
ments and see the negative economic trends. 
However, many in the consumer cooperative 
grocery community ask, “What recession?” be-
cause you continue to achieve growth in sales. 
This reflects the inherent value in consumer 
cooperatives serving their members in the local 
community.

NCB is a double-bottom-line cooperative, 
emphasizing both profit and mission values, and 
with our new sustainability initiatives some say 
we are a triple bottom line cooperative. I say 
double bottom line because we measure our suc-
cess every year both on our net income (net sav-
ings for our members) and achievements on our 
cooperative mission through low-income lending 
or cooperative development activities. In fact we 
started publishing our Mission Banking Report 
along with our Annual Report. We are not suc-
cessful unless we achieve both. 

While it may be challenging at times, I can 
tell you, based on over 30 years’ experience, 
that you can make a profit and achieve mission 
goals. NCB is far from unique in cooperative 
circles when it comes to having other measures 
of success than bottom line. 

The mass media likes to put things into 
sound bites, and in today’s time that includes 
something about the sub-prime market being 
at the root cause of our current economic woes. 
One of the sound-bite issues blamed for our 
woes is that Fannie Mae and Freddie Mac had 
conflicting missions and that it was the pursuit 
of financing affordable housing that drove the 
sub-prime market to such excess. All too often 
these sound bites don’t provide adequate time 
to have an honest discourse as to why we are 
facing what will perhaps be the longest decline 
since the Great Depression of the 1930s.

There are many reasons for our current eco-
nomic woes: budget deficits and trade deficits, 
lack of savings by American consumers, lack of 
trust and transparency in the banking sector, 
globalization shifting many higher paying jobs 
offshore. 

I grew up in Reading, Pennsylvania. My 
boyhood home was a few blocks away from a 
tremendous textile manufacturing industry that 
employed thousands of people. In first grade 
it was a vibrant industry, but when I gradu-
ated high school it was in serious decline. The 

F o r  r e ta i l e r s  a n d  c o o p e r at o r s

Cooperat ive Grocer I N  f u t u R e  I S S u e S …

•  operating in a changing 
environment

• Successful store design elements
•  Board governance principles and 

perspective

• employee satisfaction surveys
•  using volunteers for mutual 

benefit
•  energy efficiency and green 

initiatives
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reasons for decline parallel those of the auto 
industry today. Production was cheaper offshore. 
A product mix that was out of fashion with con-
sumers, and legacy costs that were difficult to 
reduce. If it were not for the brand loyalty that 
the big three automakers created long ago, they 
would be out of business. 

Our current environment is rich with les-
sons. Consumer cooperatives don’t take on 
tremendous risk to maximize profits and don’t 
get caught up in the irrational exuberance that 
Mr. Greenspan spoke about several years ago. 
Cooperatives usually don’t speculate, because 
they are focused on current members. Coopera-
tives have much greater trust with consumers. It 

has repeatedly been 
shown in surveys that 
consumers simply 
trust cooperatives 
more that other 
enterprises. Over 
the years, consumer 
cooperatives have 
shown leadership 
and innovation in 
serving their coopera-
tive customers. 

And maybe most 
importantly, consum-
er cooperatives have 

built loyalty by building community. While we 
all live in a global community, we want a sense 
of belonging and want things in scale with our 
personal lives. Cooperatives for many serve this 
purpose. 

History has shown that it is in tough eco-
nomic times like today that you see more co-
operative formation. Maybe it is the economic 
need to cooperate to stretch strained budgets to 
achieve economic or social goals. Or maybe it is 
the sense of fairness in response to the inequi-
ties that are witnessed. Whatever the reason, we 
in the cooperative community need to be sup-
portive of our fellow cooperators. The political 
winds in Washington are changing, which will 
create some challenges but more importantly 
bring exciting new opportunities. 

NCB and our family of companies see many 
opportunities for cooperative development in the 
next few years. We look forward to working with 
our cooperative members to meet their needs.  

So in today’s tough economic times, coopera-
tives prove again to be endlessly adaptable and 
a great model to follow for a sense of fairness 
and community. Maybe that is why I’m so at-
tracted to cooperatives. I believe cooperatives 
will continue to prosper despite these tough 
economic times. ■

It has repeatedly 
been shown in 
surveys that 
consumers simply 
trust cooperatives 
more that other 
enterprises.


